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HOLIDAY INN MARKETING PLAN
Introduction 
A marketing plan serves as a guide for branding, promotion, and advertising. It is separated into different marketing tactics. No matter the size or nature of the business, it needs a marketing plan and a set marketing budget. This paper aims to assist Holiday Inn in identifying a challenge or marketing opportunity and creating a communications strategy. In addition to the SWOT and PESTLE analyses, Ansoff's Matrix and other communication and marketing techniques will be utilised to depict Holiday Inn's objectives as well as how their network quickly expanded. Over a thousand Holiday Inn hotels can be found globally (D. Chaffey,2023).
Situational Analysis
Holiday Inn is a modern hotel that provides the comfort that both leisure and business travellers seek. It has 1,234 hotels with 224,855 rooms all around the world.  Amazingly, according to IHG (2021), nine out of ten travellers have stayed at a Holiday Inn hotel. One of the biggest hotel chains in the world, the IHG group, includes Holiday Inn as a member. The Holiday Inn logo is instantly recognisable because of the letter H. Likewise, it had sales of almost £6 billion in 2019 (Statista, 2023). Its revenues have increased year over year since 2009. However, it should be noted that the year 2020 was difficult as a result of the global lockdowns. Most recently, Holiday Inn guests have not left particularly positive reviews. The hotel frequently receives poor, average, or dissatisfactory reviews from guests (Trust Pilot, 2021). The vast majority of reviewers were unfavourable in their assessments. The hotel must therefore work harder to increase the rate of customer satisfaction. In addition to exploring potential new markets, Holiday Inn should continue to grow in its current markets. In actuality, the success and profitability of Holiday Inn UK led the IHG business to decide to use the money from its UK hotels to finance its development in Germany.  Holiday Inn faces the greatest threat from hotels like Premier Inn, Travelodge, ibis, Comfort Inn, and Fairfield Inn, as well as from the pricing wars that all of these establishments encounter.
Families, solely travellers, and young adults make up Holiday Inn's target demographic, and their child-friendly rules reflect this. The audience for Holiday Inn is 49.37% female and 50.63% male. Visitors who are 25 to 34 years old make up the greatest age group.
The development and effectiveness of the hotel industry are influenced by many factors. Businesses in the hotel and tourism industries face challenges from changing legislation, fierce rivalry, and unpredictable weather (Red Herring, 2022). The hotel business is closely regulated by the government. For instance, the hotel and tourism industries can suffer immediately away if the political party in power implements a travel ban. Taxes are another subject that the government has control over. All businesses are affected by the economy, but the hospitality sector is among the most vulnerable. It starts and goes through economic cycles first. A few significant elements, such as the unemployment rate, job growth, and travel duration, have an impact on its effectiveness (Ryan, 2012).
The UK Holiday Inn estate continued to improve revenue per available room, especially in London, with a 12.3% gain in the quarter and an 18.3% increase overall. While operating profit rose significantly over the course of the time period, including the impact of a small amount of liquidated damages, managed and franchised turnover barely changed. So far this year, it has generated a sizable profit as a result (Clow et al., 2013).
Objectives
The primary objective of Holiday Inn is to improve people's lives every day by collaborating to provide commitment, individualised service, and a quality hospitality product while keeping a sound moral code and actively contributing to the community. It aspires to be the leading global hospitality firm and the first choice of both owners and team members. However, as Holiday Inn is a global hotel, its long-term goal is to generate income (Bowie et al.,2017).
Strategy
If Holiday Inn wants to improve the perception of its brand, its new value strategy can centre on providing outstanding client experiences and high-quality services. The company would use a market development strategy, focusing on new consumer categories or expanding into new geographic areas, that are in line with Ansoff's matrix (Housden,2008). Enhancing product quality and rebranding initiatives, using affordable and promoting pricing strategies, expanding geographically, using various distribution channels, putting reputation management practices into practice, and revising promotional materials to highlight advancements and a commitment to customer satisfaction are all examples of changes to marketing mix. These modifications have the goal to attract new clients, restructuring the brand, and restoring its market position (Jobber et al.,2020).
Tactics
The majority of businesses use marketing methods to expand their customer base. People will have a better understanding of the product if the company is actively marketing it. Since most people are unaware of the product, its advantages, and its specifics, they will be better informed about it if the company is actively marketing the product, promoting it, and making it visible to consumers (Kotler et al.,2020). The owners and visitors have been prioritised as the most important stakeholders in their extended brand marketing strategy, which they have been developing over the past few years. They recognise the crucial role that a knowledgeable, well-resourced digital strategy plays and ensure that we live up to our growing responsibility to look after and invest in our employees as well as have a beneficial impact on our communities and environment. The RACE model is one of the most important tactics that Holiday Inn could use. A complete framework for organising and carrying out communication initiatives is provided by this framework. Holiday Inn can concentrate on engaging a larger audience through focused marketing and advertising initiatives to address the problems found (Smith,2020). By producing interesting and educational material, Holiday Inn may improve its social media presence in terms of communication strategies. This can involve offering travel advice, highlighting places of interest to see, and showing the unique characteristics of their hotels. Holiday Inn can promote a feeling of community and create a following of passionate consumers by regularly providing interesting content, replying to questions and comments from clients, and using content created by users (Ghauri,2014).
Control
They have carefully chosen a set of KPIs that allow us to track our performance by evaluating how well they execute their strategy and generate high-quality growth (Kotler et al,2017). Establishing key performance indicators (KPIs) that are in line with the hotel's general goals is crucial for assessing the effectiveness of Holiday Inn's communication strategy. Bringing in new clients is one of any communication strategy's primary goals. Indicators such as internet traffic, booking details, and the number of potential customers or queries produced through different methods can all be used to determine the number of new clients gained (Chaffey et al.,2019).
Conclusion
In order to deal with difficulties and take advantage of marketing possibilities, Holiday Inn must have an effective marketing plan. A situational analysis can help Holiday Inn identify its goals and create a solid communication plan. Strategic planning is required in the hotel industry due to a number of issues, including intense competition and legislative changes. By offering individualised service and superior hospitality, Holiday Inn wants to improve people’s lives while giving back to the community. The strategy aims to improve brand perception by providing outstanding customer service and good products.
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A famous hotel chain with a global presence is Holiday Inn. The
business provides both pleasure and business travellers with a
variety of hotel choices and services. With numerous hotel chains
and internet platforms competing for customers' attention, the
market for hotel accommodations is extremely

competitive. Holiday Inn provides to various clientele groups,
such as families, business travellers, and economic individuals.
Current market trends show a rise in demand for individualised
experiences, practicality, and sustainability. Holiday Inn faces
pressures from competitors like Ibis, Hilton, and Booking which
provide different choices.

Holiday Inn's strengths include a wide network of hotels, a well-
known brand worldwide, and clearly defined consumer segments.
However, the necessity for ongoing innovation and potential
service quality variations are disadvantages. Holiday Inn has
opportunities to grow in emerging regions, use technology to
improve guest experiences, and implement sustainable practices.
Threats include increasing competition, shifting consumer tastes,
and unstable economic conditions. To address the needs of
various target categories, Holiday Inn will customise its
marketing messages and experiences..
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Special promotions, kid-friendly features, and collaborations
with nearby sites will draw families. Flexible conference rooms,
corporate services, and loyalty programmes with added bonuses

will be helpful to business travellers.
Competitive pricing, last-minute specials,
and value-added services can

interest travellers on a tight budget.

Holiday Inn Best-Known,
Hilton Most-Liked Hotel

Brand characteristics of selected hotel chains
according to U.S. respondents in 2022 (in percent)
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Holiday Inn will put a lot of effort into offering guests cosy,
nice rooms with excellent customer service. The business
will spend money updating and modernising its hotel's
services, common areas, and guest rooms. To improve visitor
convenience, new services like mobile check-in/check-out
and digital assistant support will be launched. The pricing
strategy used by Holiday Inn will be competitive and reflect
the value it provides. Market demand, customer preferences,
and competitive analysis will form the basis of pricing
models. To encourage repeat business, exclusive deals,
discounts for long stays, and loyalty programme incentives
will be made available. Holiday Inn will concentrate on
direct reservations made through its website and mobile app 2
while optimising distribution channels. A simplified and
user-friendly booking process will be attempted to. To reach ®==s
a larger customer base, partnerships with internet travel =
services will also be formed. To raise brand awareness and
encourage bookings, partnerships with airlines, travel
agencies, and business clients will be considered.





